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ARTICLE INFO ABSTRACT 

India is the second largest manufacturer of two wheelers in 
the world. It stands next only to Japan and China in terms of 
the number of two wheelers produced and sold in the world. 
It is the world’s largest manufacturer and seller of the two 
wheelers. The two wheeler market has a perceivable shift 
from a buyers’ market to a sellers’ market with a variety of 
choices. The objective of the study is factors influencing the 
purchase of Bajaj Two Wheelers, gender wise influences, age 
wise preference of factors regarding purchase decisions of 
consumer in Salem District. Convenience sampling method 
was used to collect the data. The size of the sample is 130. 
The primary data was collected through questionnaire from 
the respondents of Salem District. For analyzing the primary 
data, statistical tools such as T-test, F- test and Factor 
analysis were used with the help of SPSS Software. The 
major finding of the study is there is no significant difference 
between age group and the total factors influencing Bajaj 
Two Wheeler purchase behavior of consumers. Age, gender, 
area, educational qualification, occupation and income are 
also affecting the brand preference of Bajaj Two Wheeler 
users in Salem District. 
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INTRODUCTION 

In earlier days the customer used to buy a two wheeler based on its price comfortable 
where the two basic traits he needed in the two wheelers. Now with the opening up of the 
economy and availability of new design and technology the consumer is increasingly 
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according greater priority to power and style. “We may talk as long as we please about 
manufacturers, wholesalers and retailers but in last analysis consumer is the king” — 
Parlin. 

In today’s context marketing has become the toughest task to carry out. In recent 
days marketing theory has turned to the development of models of buyer’s behavior and the 
structure of the markets. Companies both in domestic and international markets fought a 
very stiff competition. When it comes to the marketing of consumer’s products the 
competition becomes tougher and the companies are trying out all possible strategies to 
capture markets. 

Today’s markets are absolutely ruled by the consumer and consumer satisfaction has 
become the prime task of marketers. Consumers determine the brands that should survive 
in the markets. Companies that win the confidence of the consumer also wins the markets 
and the companies that lose the confidence of the consumers even lose the markets. Hence 
constant efforts are made by the companies to know the choice and preference of the 
consumers who are the rulers in the market. 

This task is successfully performed by the research and development department of 
companies by applying various techniques of studying the consumer behavior like markets 
surveys etc. This study is an effort towards this cause i.e to study what motivates a 
consumer to prefer a particulars brand among the available alternative brands in the 
segments of motorcycles 

1.1 Review of Literature 

ParmodPathak, Saumya Singh (2004) reviewed about “ What dose a consumer want 
from a Bike” Dubey J and Patel R reviewed about “Role of Advertisement: in buying 
decision of bikes.” 

Ciochetto (2004) the advertisers find it more effective to use television rather than 
print media to reach consumers, partly due to low literacy rate 

Dubey& Patel (2004) All the products used by a customer are not necessarily those of 
advertisements they liked. The key lies not in the attractiveness of the advertisements, but 
also the interest of the target. 

Chandok (2005) the television medium is the most attractive and important place to 
advice. Most of the young people remain glued to the television and enjoy what they see. As 
a wide range of products and services are consumed or used by children, many companies to 
target them. 

Kavitha (2006) the advantage of television over the other mediums is that it is 
perceived as a combination of audio and video features; it provide with instant validity and 
prominence and offers the greatest possibility for creative advertising. 

Shashidhar & Adivi (2006) the teenagers have become a strong influencing group 
and even have ability to influence the purchase decision from cakes to cars. 

Selvaraj (2007) rural consumers are fundamentally different from their urban 
counterparts in socially, psychologically, economically and literally. 

Kashyap & Raut (2008) the total size of rural market is 123000 crore, which includes 
65,000 crore FMCG and 5,000 crore durables 45,000 crore agri inputs and 8,000crore two 
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and four wheeler’s market. The size of rural market is higger than the urban for both 
FMCG and durables as it accounts 53 and 59 percent of the market share respectively. 

Datta (2008) Advertising is the non-personal communication of the information 
usually paid for and persuasive in nature about products, service or ideas by identified 
sponsors through the various media. 

Etzel et al (2008) the majority of the marketers use mass media for their marketing 
communications. The choice of media is dependent upon the nature of the message and the 
intended target audience. 

Kotwal et al (2008) while purchasing cosmetics, toiletries, stationary, gifts and cards, 
the girls give importance to informational input by the TV advertisements into their 
decision to buy. It is also found that girls have positive attitude towards TV commercials. 

Vinodkumar Bishnoi & Ruchi Sharma (2009) This study aims to establish whether 
the residential background of consumers has a varying influence on their buying decisions 
due to the influence of TV advertising. The study was conducted on 866 teenagers of 
Haryana (431 male and 435 female). The urban teenagers do not buy TV advertised 
products if they do not require those brands. They also like advertisements of the products 
that they are using and believe that products are as good as expected from TV 
advertisements. 

Anujkumarkanojia (2011) In his article he has explored the impact of consumer 
preference on sales of two wheeler in urban areas of India. However, the study also showes 
that urban and rural regions have different preferences when it comes to selecting the 
vehicle model 

1.2 Scope of the Study 

The area of scope is limited to the segment selected within the city of Salem, Tamil 
Nadu. Further the scope is narrowed down only to the study of the identified segments. The 
result drawn from this study is expected to benefit the dealers and the company. 

1.3 Importance of the Study 

This study analyzes the brand preferences of two wheelers in Bajaj two wheeler 
companies and satisfaction of the brand preference of the customers in Salem city. 

1.4 Statement of the Problem 

Customer Satisfaction plays a crucial role in enabling an organization to change and 
develop with its customers. Keeping the existing customer contended is generally much 
easier, takes less time and involves less expense. The reason for this is that it takes less 
time to find new prospective customer. In this context the study is conducted with special 
reference to customer satisfaction. 

1.5 Objectives of the Study 

1. To identify the factors that influencing on consumer decision making towards Bajaj 

two wheeler purchases. 

2. To analyse the brand preference of Bajaj Two Wheelers. 
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1.6 Testing hypotheses: 

> There is no significant difference between age group and the factors influencing 
Bajaj Two Wheeler purchase behavior of consumers. 

> There is no significant difference between demographic variables and brand 
preference of bajaj two wheelers. 

METHODOLOGY 

The research design is the basic framework or a plan for a study that guides the 
collection of data and analysis of data. In this market survey, descriptive research design is 
used It includes surveys and fact-finding enquiries of different kinds. The size of the sample 
is 130, and factors to be considered are time, cost and effectiveness. The respondents of the 
study are of Salem city. The collection of data is considered to be one of the most important 
aspects in the research methodology. Both primary and secondary data are used in this 
study in order to meet the requirements of the purpose. Primary data was collected by using 
Structured Questionnaire for this study. The structured questionnaire consists of both open- 
ended and close-ended questions. The primary data has been collected through the 
questionnaire by means of personal interview. The questionnaire consists of a number of 
questions printed in a definite order on a form. The primary data was collected from 
individuals residing in Salem District The secondary data are sourced from Bajaj Two 
Wheeler Company, Magazines, Books, Pamphlets, Periodical Surveys and Websites. 

2.1 Statistical Tools Used 

The collected data were analyzed with the help of 

> Simple Percentage Analysis 

> Factor Analysis 

> Independent Sample T test 

> One-Way (ANOVA) 

ANALYSIS AND INTERPRETATION 

Table 1 shows that, 88.5 Percent of the respondents are Male and 11.5 Percent of the 
respondents are female. It clearly shows that most of the respondents are male. 55.4 
Percent of the respondents are less than 30 years of age, 35.4 Percent of the respondents are 
within the age groupof30-40 years and the reaming 9.2 Percent of the respondent are within 
the age group of above 40 years. 50.8 Percent of the respondents are living in urban areas 
and 49.2 Percent of the respondents living in rural areas. It clearly shows that majority of 
the respondents are from urban areas. 31.5 Percent of the respondents occupation is 
Business, 28.5 Percent is Private Employee and 27.7 Percent of respondents is others and 
12.3 Percent of the respondents are Govt Employee. It shows that majority of the 
respondents are from Business. 76.2 Percent of respondents are literate and 23.8 Percent of 
the respondents are illiterate. It shows that most of the respondents are literate. 36.2 
Percent of the respondents income are within the range of Rs 10001-20000,and 28.5Percent 
of the respondents income Rs Up to 10000, 56.2 Percent of the respondents are married and 
43.8 Percent of the respondents are unmarried. It clearly shows that most of the 
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respondents are married. 40.8 Percent of the respondents are 1-2 years of age and 30.0 
Percent of the respondents are above 2 years of age and 29.2 Percent of the respondents are 
less than 1 year. 62.3 Percent of the respondents purchased their hike on cash balance, and 
the remaining 37.7 Percent of the respondents purchased on credit balance. 40.8 Percent of 
the respondents are 1-2 years of age and 30.0 Percent of the respondents are above 2 years 
of age and 29.2 Percent of the respondents are less than 1 year. It clearly shows that 
majority of the respondents are from 1-2 years. 62.3 Percent of the respondents purchased 
their bike on cash balance, and the remaining 37.7 Percent of the respondents purchased on 
credit balance. 

The table 2 shows that the Discover DTS and Pulsar occupies 1 rank out of the 20 
brand. It clearly shows that most of the consumer preference Discover and Pulsar 

3.1 Inferential Statistics 

3.1.1 T- Test 

It is used for judging whether there is any significant difference between the means 
of two samples. The T-test will indicate whether the perceived differences among the two 
groups are significantly different. 

S/\^ 

3.1.2 Hypothesis 

Ho: There is no significant difference between male and female with regard to 
Mileage. 

3.1.3 Inference 

Since the P value (see table 3) is more than 0.05 (ie.0.288) the null hypothesis is 
accepted at 5% level of significant. Hence it is concluded that there is no significant 
difference between male and female regard to Mileage. 

3.2 One-Way (ANOVA) 

Y = 

Sl^ Hi-l s2^= n^-l 


3.2.1 Hypothesis 

Ho: There is no significant difference between age group and the factors which 
influencing consumers towards the purchase of Bajaj Two Wheeler. 

3.2.2 Inference 

Since the P Value (see table 4) is less than 0.05 (i.e 0.009) the null hypothesis is 
rejected at 5% level of significant. Hence it is concluded that there is no significant 
difference between age group and the factors which influencing consumers towards the 
purchase of Bajaj Two Wheeler. 
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3.3 Indicating KMO & Bartlett’s Test for Factors of Two Wheelers 

From the table 5, it can be noted that Kaiser-Meyer-Olkin measure of sampling 
adequacy is 0.574 and Bartlett’s Test OD sphericity approximate Chi-Square value in 
294.790 which are statistically significant at 5% level. 

3.4 Indicating Total variance Explained for factors of Two Wheelers 

3.4.1 Extraction Method: Principal Component Analysis 

From the table 6, it can be noted the 15 variables are reduced to 6 predominant 
factors with cumulative values in percentage of 14.115, 25.809, 36.297, 45.792, 55.220, and 

63.725. 

3.5 Indicating Rotated Component Matrix for factors of Two Wheelers 

3.5.1 Extraction Method: Principal Component Analysis 

From the table 7, it can be noted that 4 variables create to form factor which can 
suitably named as “Outlook”. The second factor can be named as “Price” consisting of 2 
variables. The third factors are formed with 2 variables which can be named as “Spare 
Parts Availability”. The fourth factor is formed with two variables which can be named as 
“Friends”. The fifth factor is formed with two variables which can be named as “Status 
Symbol”. The sixth factor is formed with two variables which can be named as 
“Advertisement”. This reveals the factor analysis results in four predominant factors. 

FINDINGS, SUGGESTIONS AND CONCLUSION 

4.1 Findings 

❖ 88.5 Percent of the respondents are Male and 11.5 Percent of the respondents are 
female. It clearly shows that most of the respondents are male. 

❖ 55.4 Percent of the respondents are less than 30 years of age, 35.4 Percent of the 
respondents are within the age group of 30-40 years and the reaming 9.2 Percent of 
the respondent are within the age group of above 40 years. 

❖ 50.8 Percent of the respondents are living in urban areas and 49.2 Percent of the 
respondents living in rural areas. It clearly shows that majority of the respondents 
are from urban areas. 

❖ 31.5 Percent of the respondents occupation is Business, 28.5 Percent is Private 
Employee and 27.7 Percent of respondents is others and 12.3 Percent of the 
respondents are Govt Employee. It shows that majority of the respondents are from 
Business. 

❖ 76.2 Percent of respondents are literate and 23.8 Percent of the respondents are 
illiterate. It shows that most of the respondents are literate. 

❖ 36.2 Percent of the respondents income are within the range of Rs 10001-20000, and 

28.5 Percent of the respondents income Rs Up to 10000. 

❖ 56.2 Percent of the respondents are married and 43.8 Percent of the respondents are 
unmarried. It clearly shows that most of the respondents are married. 
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❖ 40.8 Percent of the respondents are 1-2 years of age and 30.0 Percent of the 
respondents are above 2 years of age and 29.2 Percent of the respondents are less 
than 1 year. 

❖ 62.3 Percent of the respondents purchased their hike on cash balance, and the 
remaining 37.7 Percent of the respondents purchased on credit balance. 

4.2 Suggestions 

❖ With a view to improve the fuel efficiency of the Bike, the manufacturers should 
spend a considerable amount on research and development. 

❖ It is suggested that the manufacturers should make all efforts to control cost 
reduction. 

❖ It is suggested that the brand image and brand loyalty could be boosted by selling 
quality bikes at a reasonable price to suit the needs of middle income group. 

❖ The Mode of purchase is through cash for most of the respondents, and there is a 
huge vacuum for the financial institutions to provide credit facilities at affordable 
interest rates to boost up sales volumes. 

❖ Since most of the respondents are first owner of their bikes, they can be retained 
with introduction of free service camps in residential areas and work places. 

❖ The factors like service, mileage, initial pick-up, outlook, color, seating comfort and 
brand image are much sought after by the customers in making their purchase 
decision, and they are satisfied with these factors in TVS bikes than others. 

❖ The company service centers are given first priority and to retain that, the service 
centers should adhere to the timely delivery of the vehicles. 

❖ The advertisements play a vital role in their purchase and hence the frequency of 
ads shall be increased to create a rapid impact in their minds that lasts for a long 
time. 

❖ Since the celebrity endorsement creates only a normal impact in their purchase 
decision, the management shall focus on the reality and concentrate on the direct 
users projection in the ads and their opinion towards the bike to capture the 
potential customers. 

4.3 Conclusion 

As the study shows that the buyers of two Wheelers pay more attention on mileage, 
color, design and look of the two wheelers, and availability of spare parts, it will be 
beneficial for the companies to concentrate more on these aspects of production. Most of the 
respondents are influenced by advertisements and this shows the power of advertisements. 
As it shows, as the market of the product depends on the advertisement also, importance 
given to advertisement will help increase the sale. 
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APPENDIX 

Table 1: Classification of the Respondent Based On Demographic Profile 


Demographic Profile 

Frequency 

Percent 


Male 

115 

88.5 

Gender 

Female 

15 

11.5 


Total 

130 

100.0 


Below 30 

72 

55.8 

Age 

30-40 

46 

35.4 

Above 40 

12 

9.6 


Total 

130 

100.0 


Illiterate 

31 

23.8 

Education 

Literates 

99 

76.2 


Total 

130 

100.0 


Rural 

64 

49.2 

Area 

Urban 

66 

50.8 


Total 

130 

100.0 


Married 

73 

56.2 

Marital status 

Unmarried 

57 

43.8 


Total 

130 

100.0 


Less than 10000 

37 

28.5 


10001-20000 

47 

36.2 

Income 

20001-30000 

32 

24.6 


Above 30000 

14 

10.8 


Total 

130 

100.0 


Business 

41 

31.5 

Occupation 

Govt. Employee 

16 

12.3 


Pri., Employee 

37 

28.5 
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Others 



36 

27.7 


Total 



130 

100.0 


Less than 1 

year 

38 

29.2 

Using of two Wheelers 

1-2 years 
Above 2 years 


53 

39 

40.8 

30.0 


Toal 



130 

100.0 


By Cash 



81 

62.3 

Mode of Purchase 

By Credit 



49 

37.7 


Total 



130 

100.0 

Source: Primary data 






Table 2: Brand Preferences of Consumers 





Brand 

No. of Respondent 

Rank 


Discover 


6 


5 


Pulsar 


9 


4 


Platina 


11 


2 


CD 100 


4 


7 


Boxer 


2 


9 


Blade 125 


6 


5 


Kristal DTS-I 


6 


5 


XCD-125 


5 


6 


Ninja 300 


3 


8 


Avenger-220 


4 


7 


XCD-135 


5 


6 


Discover DTS 


12 


1 


Discover 150 


9 


4 


Pulsar 150 


12 


1 


Discover 175 ST 


10 


3 


Discover lOOT 


3 


8 


Discover lOOM 


4 


7 


Pulsar 180 DTS 


10 


3 


Pulsar 200 NS 


6 


5 


Others 


3 


8 


Source: Primary Data 






Table 3: Indicating T-test for Users Two Wheeler 




Gender N 

Mean 


S.D 

T- Value 

P-value 

Male 115 

4.30 


1.061 



Female 15 

Total 130 

4.00 


0.845 

1.066 

0.288 

Source: Primary Data 






Table 4: One-Way (ANOVA) 






Age N 

Mean 

S.D 

F-value 

P-value 

Less than 30 years 71 

30-40 46 

55.89 

52.15 

6.230 

6.951 

4.835 

0.009 
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Above 40 12 53.33 7.584 

Total 130 

Source: Primary Data 

Table 5: Indicating KMO & Bartlett’s Test for Factors of Two Wheelers 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .574 

Approx. Chi-Square 294.790 

Bartlett’s Test of Sphericity Df 105 

Sig .000 

Source: Primary Data 

Table 6: Indicating Total Variance Explained for Factors of Two Wheelers 


Component 

Initial Eigen values 

Extraction sums of 
squared Loadings 

Rotation Sums of 
squared Loadings 

Total 

Percentage 
of Variance 

Cumulative 

Percentage 

Total 

Percentage 
of Variance 

Cumulative 

Percentage 

Total 

Percentage 

of Variance 

Cumulative 

Percentage 

1 

2.579 

17.196 

17.196 

2.5 

17.196 

17.196 

2.117 

14.115 

14.115 

2 

1.853 

12.351 

29.548 

79 

12.351 

29.548 

1.754 

11.694 

25.809 

3 

1.447 

9.646 

39.194 

1.8 

9.646 

39.194 

1.573 

10.488 

36.297 

4 

1.370 

9.136 

48.330 

53 

9.136 

48.330 

1.424 

9.495 

45.792 

5 

1.263 

8.419 

56.749 

1.4 

8.419 

56.749 

1.414 

9.428 

55.220 

6 

1.046 

6.976 

63.725 

47 

6.725 

63.725 

1.276 

8.505 

63.725 

7 

.893 

5.954 

69.679 

1.3 






8 

.800 

5.330 

75.010 

70 






9 

.733 

4.888 

79.898 

1.2 






10 

.661 

4.409 

84.307 

63 






11 

.594 

3.960 

88.266 

1.0 






12 

.565 

3.766 

92.032 

46 






13 

.469 

3.129 

95.161 







14 

.387 

2.578 

97.739 










100.00 







15 

.339 

2.261 

0 








Source: Primary Data 


Table 7: Indicating Rotated Component Matrix for Factors of Two Wheelers 

Component 


Factors 


Spare 

Outlook Price Parts Friends 
Availability 


Status 

Symbol 


Advertisement 


Out look 0.667 

Color 0.630 

Comfort 0.599 
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Design 0.594 

Price 0.838 

Mileage 0.786 


Spare Parts 

Availability 

Pick-up 

Family Member 
Friends 
Road Grip 
Status Symbol 
Brake Power 
Advertisement 
Resale Value 
Source: Primary Data 


0.751 

0.697 


0.761 

-0.630 

0.766 

0.676 


0.793 

0.699 
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